- DOCUNENT RESOUME

. ED 178 °123 ' o . : HE 011 865
AUTHOR . . Cooper,  Fdward M.; Leventhal, Richard C. )
TITLE J ‘ Outcomes Resed&rch: Its Pupction as a uarketlng Tool.

- AIR Forus 1979 Paper. , ,

PUB DATE May 79 ‘ ’
NOTE ! 12p.; Paper presented at the Annual FPorum of the
‘ Associatifn for Instructional ‘Research (19th, San
‘ ¢ ‘Diego, Ca lfqﬁpla, May 13-17, 1979 \
EDRS, PRICE , HP01/PC01 Plus Postage.
~DESCRIPI£RS *College Administration; College Students' Data:
S ’ 0o Bases; #Educational. Assessnént‘ nguer Education;
. Institutional Research;,K *Marketing; Organizational
» ° Bffectivendss; Research Project : *Studen‘ Needs;
. - *Student Recruitment. » - .
. IDENTIPIERS ¥AIR Forunm 1979' Metro State College CO; *Outcomes

4. ‘\
A d

’ U ’ :
The use of outcomes research’' as a marketing tool . for
postsecondary educational institutions is discussed. Few such
institvetions integrate outcomes information dinto the institutional
market ing program. In most cases this type of information is used to
document actual outcomes, but raroly is it used as an indigatcr cf
needed change or sucgcess of the 1nstrtut10§ s Iarketlng program. A
tailored approach to outcomes research has been instituted at- . v
Metropolitan State College in Cploradc.as part of- their marketing
"prcgram. Basically, the approach  has utilized a longitudinal cohcrt
study of students to provide outcomes informaticn. The research’
program also includes studies of various segments cf the procpective
student market and student information nieeds and a study of the:
ccllege's impact og +he community. A committee was formed to link

., RBSTRACT

outcome information' to marketing and to stimulate the development of
a ccaprehensive marketing program. The committee has continued to.:
plan and condutt $tuflies and to interpret and disseminate information
related to outcomes information. The program has endeavored to make

. outcomes inforsation more accessible to those involved in the various
phases of institutional marketing, partly through improved (
aissqninaxlon cf information and -partly through” the development of an v
cutccmes data- base that is linked to the college's data base system.
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Outtomes Research: Its Function as a Markétlng Tool | \\ ' Vv .
| . ' . : ‘ g 7 'Y. Tl

College and universities Tike other non-profit an profit oriented . :
organjzations are finding that they can strengthen and secure their positions
by using the marketing concept. Discussion .of marketing and market1ng
techniques applied to higher education has tahen on a new tempo in recent
years-as‘a resu]t of keen competition for students and resaurces. Based
on projections,of the future trends in the trad1t1onaJ co]]ege age popu]atfon
it would appear that marketing in the broadest sense, will bec%me even : '

* - more important to the h1gher education communi ty (Dresch 1977)

] The ‘marKeting concept has been reviewed in a general manner in the
'~ higher education literature in the past decade. Articles discussing ]’ .

|
. marketing have not.been spec1f1c,1n:the1r description of how the concept

? may be intergrated ioto the total college and university structure.
Xet many of the activities that higher educat1on 1nstitut1ons currently Cy
engage in can be 1ntegrated into a comprehensive market1ng approach
(eg. institutional research, information systems, comm§;;;at10ns office, .

; resource allocation process- admissions process, etc)

§
Marketlng is not a- short term activity but rather a comprehens1ve
approach to matching peop]e s needs with products to satisfy those needs. ' . P

- Successful marketing of a co]]ege or university, as with any. produtct,
requires a "constant" review and eva]uat1on of past present(and future

itatus of the market and the services rendered.
¥
Few higher education institut1ons _have truely incorporated market1ng

- into their’ daily operat1ons as a comprehensive: force (Middleton, 1979)
- To .accomplish this a marketing information system must be estab]ished’
' to provide&the information necessary fot an inst1tut&gn to attune
itself ‘to its msrket environment. Market research allows the ;o]]ege
* to "determine the-peeds, wants and .values of a target market and to
yacapt, té; organ1zation to de11ver1ng the desired satisfactions more
. effectﬂ ely and efficient]y than its competitors" (Kotler, 1976),
- This® process a];o a]]ows the organ1zat1on to measure quant1tat1ve1y
_and qualitatively the degree to which it is de11ver1ng the "des1red .

’

4satisfa ions" (Kot]er 1976). y ‘ ' s

‘ The bas c f]ow of informat1on throu

the marketing information sﬁstgm .
" s depicted in figuré 1. vy ' ’ 4
) ‘ e




FIGURE 1: INFORMATION FLOW THROUGH MARKETING INFORMATION SYSTEM R
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A _ As depicted, the marketing information system is acting as the Tink

. BetWeen the internal organization‘agd the external environments (especially
LI " “the market place), where ﬁhe effects of the college or university and
" those of its'competitors are being exerted. The marketing information system
. acts 1in the fpﬂomng sequence\‘]) planning; that i decided. on-the
; §£pbject1ves poticies, angestrateg1es and then plan the’ market1ng programs B
:Jﬁ .- %o be follewed; 2) operattgns allows the market1ng programs to be put
" into action; 3) the marketing 1n56rma ion system c nnects the externa] .
environment with the 1nst1tut1oq, feed1n in datdhon markets, conpet1tors, _f.l

hd other externa] factors; 4) contro111ng monitors the operat1ons and 1; ‘
. then reéu]ts"1f feedback indicates that the system s resu]ts are not ';L K
11owing the planned program, it either adapts the' operat1ons to ' ‘i\..
/~chang1?hycond1t1ons or modifies theobjectives tgﬂﬂéf]ect the env1ronmenta1 o
5;., cMmms o ilnf -A:_ - . A:- L ?1_'
3 - \ The off1ce of 1nstftut1ona1 reséarch (orr1ts counterpart) shou]d &.'g-;
) ) —

serve as - the hub of the market1ng 1nformat1on system mon1§or1ng the
stitutional pulse 9nd that ~of the community. . Present]y many research ;(‘ .
. &ffjces.at colleges have some focus on the rdcesthgat1on of t qtcomes o
~of the educational process.L Lenning, et al (1976) define educatfional . -
outcomes: as t résult or gonsequenc df an educational insti ution- .'
“{;\ and itsprograms." Yﬁ‘pract1ce 1nst1tut1ons are studying their effects S
" on various audiikces (students facu]ty and staff, the local commun1ty, the .
} region) and at Various Tevels’ (know]edge econom1o, service, etc ). ‘k,
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- comprehensive marketing approach.

multiple utility

- market research utility is® at

. : C v

P \ .

- This information is usualTy\gathered and studied intently but
does not enter the flow of information in the institutions marketing

process. Yet this same information is a vital 1ink in the institutions -

-

- Market -testing, product research, product deve]opment,:analysis of
coénsumer behavior and so on are the concomitant terms for outcomes
¢research which today we know as studies of commun1ty impact, student
needs assessment, attrition/retent1on academic assessment and so forth

. Outcome information is not easily obtained. Study1ng the effects

' of higher educat1on 1s not as direct or straight forward as the study .

;of cons:rer or industr1a1 products and services. But techn1ques,
strategfes and instruments are now read11y ava11ab1e to aid in outcomes
measurement. (see Armijo, Cooper and M1cek 1978, Pace, 1975 , L

‘?fcek-et“al '1975), etc. ‘Conducting- .market’ desearch cartbe costdy:
a

3 pointed’out by Phompson, 1929) But outtomes reseach Which-has
n be cost effect1ve1y app11ed to 1nst’tut1ona1
|

.

-

marketing.

An- example of .an. 1nst1tut aT outcomes prOJect des1gned for its
gfgtropo11tan State College in Denver,

MSC is a'commuter campus havi

13,000 students. The masoritments attend part-time, average
more than 28 years of age, and a college ‘on .a cycle that matches
their persona] needs and goa]s In<an effort to further understand

..the MSC student, their ﬁeeds, and the- 1nst1tut1ons commun1ty .

'Tmpact,a)study of students was devised. The project encompassed a
series of short- term investigations, a lang1tud1na1 stud& of }
students and the deve]opment of an outcomes information (consumer
\information) data base. R

R . B »
V-

“Short- termproJects prov1ded base\11ne data for studies of recent
alumni, continuing students non- returh1ng students ang\enter1ng ’

. students. These pre]iminary surveys also. prov1ded for 1nstrument

design and testing and were carried out over a years time,

. The study of students on a 1ongitud1na1 basis has .been undertaken
by few institutﬁons a]though recommendat1ons to conduct this type of

-~

a fluid student population of approx1mate1y

e
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“~study have long been made. This is especially true in. relation to -

i

providing meaningfu] data on student attrition (Tinto, 1975). With.
. this in mind a data collection system was dev1sed to capture survey
data at key t1mes in the student's progress at the institution and

'match it with.data normally held in the college's 1nformat1on-system R A

F1gure 2 depicts the flow of students and the survey administration
.times for the 1ong1tud1na1 samp]e. (see page 5.)

r

. Two other components in the project were assessments of prospective
students and a study of the college's impact on the community. ,These
studies have yet to be initiated but will provide cr1t1ca141nfgrmation

to the comprehensive market1ng process.
. \ ' ’
As noted irn Figure 2 tke assessments of students in a]umn1 enter1ng, '

'current (continuing), and non-returning groups were deve]oped and 1mp1emented
over the past 2 years. Part of the overall plan to assess ‘student move-

ment at Metropoldgen State College, (hence, to provide the necessary data

‘to build-a marketing system)--<these survey instruments allowed us not L
only to co11§ct the important demographic information,rdut also inc]udedv} -
questions relating to the repondent's opinions hnd attitudes conc 1ng/(
various academic and non-academic facets of Metrdpolitan State Coq'gge
This type of 1nformat1on is necessary 1f‘the college is to respond

to areas of need as expressed by bur market, that js the student

. At this time several changes have been made as a esult oﬁéthe E
/outcomes project. In one area-we were able t determ1ne that. even
though an overwhelming majority of students’ usked majl-in registrat1on;
it was zound that they weren't sure of’what.class to. enroll in or
what particular areas of study would lead them to accomplish their .
* post-secondary- educatiopal goals. Responding to our students needs
an advising system Avas initiated whereby all entering students who
do not register b&/warl are~given the opportunity to speak with e1ther
a facu{ty member or an administrator for course se]ect1on guidance
and to answer any quest1ons which the -student may have concern1ng their
" status at Metropo]1tan State College. 1In add1t1on these students
dbntlnue the contact with their adv1sors during the semester to determine’
slf any prob]ems have ar§sen dur}ng this transi\t1on phase. \
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L ' FIGURE 2: LONGITUDINAL CORORY STUDY AT METROPOLITAN SATE COLLEGE / . L
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Those studen&i}who are cont1nu1ng on pr are returning to MSC after .
stopping -out are dlso encouraged to meet w1th ‘an advisor, It is -hoped ‘
thisvw111 provide both academic advis1ng and a direct contact point

. - that: many commuting students do not preseht]y find.

Class schedu]ing probiems were another category f concern which
';jappeared in the responses of the.different student groups studied. Since.
the'iarge majortty of/MSC students hold down. jobs of one-kirf>or another,
. thdre is a.valid concern that students could not get the appropriate ‘
c]i}ses at nigh and wou]dx@gect to take fewer.credit hours or perhaps ot
; not:to attend MSC at all. This was especially true for courses required
+ . by a spec1f1c 'aJor which tne student must comp]ete to graduate. Thé o
g process now ap oached this problem,_ not from d1§tance
e po1nt oﬁ/fry1ng to accommiodate the students by offer1ng

€
o

< class scheduli
but rather to
multiple sec}hons of fne requ1red and\most des1reg qourses

Students also ‘ex ressed a. strong desire 4o i te rate theijr didaetic
sk1119 w1th actual egper1ent1a1 Tearni g.v/As a né/ﬁ1t of th}sl;igd?ng
. the. cooperat1ve educat1on department as made 4 concerned. effort to_do ‘ '!
t to the Metropolj g Denver Busingss Commun1ttho spositions for
/‘iﬁbse stude;ts who wou'l fit most’ by integrating L
.activity: w1th on.the—“ i Returnséfroa ni also indicated _j=

, / tnSt cooperat1Ve e cat1on wa nef1c1a1 to their securing a jab )
’ - [ B |

- -

eir classroom

i <after graduation.
)
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S .. Summary | I iji>
\ The broad spectrum oﬁ-outcomes is growing in 1mportaqce ‘as educa¢1ona1
institutions pursue a fu]]er understanding of their 1nputs and 1mpacts

4

‘The. information gathered through outcomes resedrch has direct
-para]]e]s -4n marketing product research and consumer satisfact1on Few:
postsecondary institutions integrate outcomes information 1nto the
:institutional mar t1ng pr 'ram In most ca th1s “type. of 1nformat10n
is used to- documen ‘actua outcomes but rareTy“)L,it used as an indicato
s of the 1nst1tut1dn§ marketing program. '

-

of needed change or succ

1/

As a part of their arketing program a ta110red approach to
‘qutcomes research has fegn nstituted at Metropo]itan State Co]'leggb
. in Denver. Bas1ca1 y this approach hak utilizéd“uflongit dinal cohort
JStUdy of students-to prov1de outcomes 1nformat10n ///' )

Other facets of the research program include studies of various
1segments of the prospective student market, student info mation needs, }
and a study of™MSC's impact ‘on the commun1ty A fundamenta] underp1nn1;’7
of this project has been to t1e the 1n§t1tut1ens marketing componey
together/as a marketing brogram _ .

To link outcome 1nformat10n to mar&eaiqg and st1mu1ate a compre
marketing program a conm1ttee from the representative areas 1nvo]ve

the marke_i/ﬂ/pf—Metropolitan St&te Co]]ege was convened. This co ‘Y tee

1nformati rel d to outcomes 1nformat10n J|Another phase of th1s

« program has been to “make outcomes informatfion - more accessible to- ,
‘jonal marketing. Thi< is being

those Anvolved in the p::iés,ofzinstit
aéhieved through broader—.d sseminatio of'information (mu1t1p1e channe]s
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